only, was conceived as a result of Professor Greyser’s 
conviction: “as a trend-line, there is no question that 
CEOs and senior management are spending more 
time dealing with external constituencies and that this 
activity is of great concern to Boards.” Clearly, as pub- 
lic relations is framed in the context of strategic busi- 
ness issues, any stigma that it is a service that “takes 
marching orders” will disappear. 

That these points are clearly understood in the U.K. 
is made evident by a recent study by British academics 
in the field of management and public relations which 
states, “Public relations can, if permitted, play a valu- 
able part in the formulation of corporate policy and 
strategy...the parameters of public relations are far 
wider than is generally appreciated.” Further, one of 
the study’s chief recommendations is that public rela- 
tions be recognized as a management discipline which 
should be included in all business strategy and 
management courses. 

With the [ABC Research Foundation’s pioneering 
“Excellence” study, the concepts, models, and applica- 
tions which comprise a more strategic definition of 
public relations will be available to a broad spectrum 
of practitioners. Our research demonstrates that pub- 
lic relations professionals are ready to use the “Excel- 
lence” study to reorient their own practice. 

Carrington Associates plans to conduct a follow-up 
survey to our recent probe of the New York public 
relations community in the year 2000. However, we 
anticipate that it will hardly take ten years for the ideas 
presented in the “Excellence” study to take root. 0 
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